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Executive Summary 
Low-hemoglobin deferrals account for a significant portion of temporary donor deferrals across the blood 
collection industry. Although these donors are often highly motivated to give blood, many do not return after 
experiencing a deferral. 

Recognizing this challenge, ImpactLife partnered with Delcon/OpenChair to evaluate whether targeted, 
personalized communication could improve donor recovery and increase successful return donations among low-
hemoglobin deferred donors. 

The initiative demonstrates that deferred donors represent a valuable and recoverable donor segment. Strategic 
communication delivered at the right time can significantly improve donor re-engagement, appointment 
scheduling, and successful donation outcomes. 

 

The Challenge 
For many donors, a low-hemoglobin deferral can be discouraging. Despite good intentions, donors leave without 
contributing and are often uncertain about when or how to return. 

Historically, many organizations have provided limited follow-up after deferral, resulting in: 

• Lost donation opportunities 

• Reduced donor retention 

• Declining donor lifetime value 

• Increased recruitment costs 

With growing pressure on blood supplies and increasing competition for donor attention, improving recovery rates 
among deferred donors represents an important strategic opportunity. 
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Project Overview 
The initiative focused on whole-blood donors who had experienced a low-hemoglobin deferral and were eligible to 
receive email communications. 

Researchers developed a series of personalized communication campaigns designed to: 

• Educate donors about low hemoglobin 

• Reinforce the temporary nature of the deferral 

• Provide practical health information 

• Encourage future donation attempts 

• Rebuild donor confidence 

Messaging incorporated multiple behavioral approaches, including motivational, educational, and impact-focused 
content. 

 

Key Findings 
Deferred Donors Are Highly Recoverable 

One of the most important findings was that 
deferred donors remain engaged when 
organizations stay connected. 

The campaign generated:  

• Strong email engagement 

• Significant appointment activity 

• Hundreds of successful return 
donations 

• Minimal unsubscribe activity 

These results indicate that many deferred donors remain willing to donate when provided with encouragement and 
guidance. 

Timing Matters 

The study found that communication timing significantly influenced donor response. 

Total Donors Contacted: 4,246
Total Sent: 11,537
Total Delivered: 11,402
Delivery Rate: 98.82%

January 14 - April 27
____________________

Overall Appointments
834

Overall
Donations

428
Overall

Donation Rate
12.4%

2026
Open Rate: 25.79%

Click Rate: 2.87%

Unsubscribe Rate: 0.02%

Unique Donor Donation
Rates:

Informal Motivator: 12.13%
Impact Motivator: 9.83%
Urgency Motivator: 11.24%

PROJECT
RESULTS

Total Bounced: 109
Bounce Rate: 0.88%
Total Spam: 0
Spam Rate: 0.0%
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Rather than reaching out immediately following deferral, 
communications delivered later in the deferral cycle 
often produced stronger outcomes. 

This finding suggests that donors may be more receptive 
once they begin approaching eligibility and can 
realistically act on the message being received. 

Personalization Improves Performance 

Messages tailored to the donor's circumstances 
outperformed generic communications. 

Successful messages: 

• Acknowledged the donor's previous attempt 

• Demonstrated empathy 

• Provided educational information 

• Reinforced the donor's positive impact 

• Offered a clear next step 

The results support broader trends in donor communications that emphasize relevance and personalization. 

 

Strategic Implications for Blood Centers 
Many blood centers focus heavily on donor acquisition 
while underinvesting in donor recovery opportunities. 

Low-hemoglobin deferred donors are unique because: 

• They have already demonstrated willingness to 
donate. 

• They are familiar with the organization. 

• They can often become eligible again within a 
relatively short timeframe. 

As a result, targeted recovery programs may yield stronger returns on investment than acquiring entirely new 
donors. 

COMMUNICATION TIMING

DOES IT MATTER?

Observed Increase in Donation Rate
+62.4% compared to no messaging

Later Outreach
*31-35 days post-deferral saw the best results.
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Targeted outreach may help accelerate return behavior among deferred
donors with a higher likelihood to re-engage (identified in this campaign).

Early Signal: 4 high-performing subsegments showed an average
219% increase in donation rate vs. no deferral messaging.
Example of a high-performing subsegment: female, 2-5 donations, GenX

Potential Long-term Impact: If we take ONE of those high-performing
subsegments, we project roughly 209 incremental donors over 365
days, if the current pace continues.

Continue to Monitor:
Are more donors returning and of the ones who are, are they returning
sooner than previous years… is messaging helping drive that action?

PROJECT TAKEAWAYS, so far…

Slide from original 2026 ADRP Annual Conference presentation 



 

This document was generated with the assistance of AI 

ADRP Annual Conference Insights 
The project illustrates how donor engagement strategies can be informed by behavioral science, communication 
segmentation, and performance analytics. 

 

Recommended Actions 
Develop Structured Deferral Recovery Programs 

Organizations should create automated workflows specifically designed for deferred donors rather than treating all 
donors identically. 

Invest in Personalization 

Communications should reflect: 

• Deferral type 

• Eligibility timing 

• Donor history 

• Prior engagement behavior 

Optimize Communication Timing 

Blood centers should test outreach schedules to determine when donors are most likely to respond and schedule 
appointments. 

Measure Recovery Metrics 

Track: 

• Return rates 

• Appointment conversions 

• Donation completions 

• Long-term donor retention 

These metrics can help quantify the value of donor recovery initiatives and support future investment. 

 

Conclusion 
Low-hemoglobin deferral should not be viewed as a donor loss event. Instead, it presents an opportunity for 
targeted engagement and relationship building. 
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The findings demonstrate that personalized communication, strategic timing, and thoughtful donor education can 
significantly increase donor return rates and improve overall retention outcomes. 

For blood centers seeking sustainable growth, deferred donor recovery programs may represent one of the most 
effective opportunities to maximize donor lifetime value and strengthen the long-term donor pipeline. 
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